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理论，并运用 CNNIC 发布的《第 27 次中国互联网络发展状况统计报告》相关数
据，通过对手机网民网络应用和各类网民网络应用的比较分析，寻找手机广告的
上升空间；在传播效果环节，提出了手机广告的 AISDA 效果模式。 后，从实践
和方法层面归纳建议了五种 3G 时代手机广告传播模式的实现方式：主动搜索式、
内容定制式、广告置入式、情境推送式和俱乐部模式。 

















Every client wants to get the most with the least. With the development of 3G 
technologies, advertising industry finds new growth point from mobile advertising. 
Therefore, it appears to be necessary and important to explore scientific and effective 
communication model of Chinese mobile advertising in the 3G era. 
This paper discusses the communication model of Chinese mobile advertising in 
the 3G era standing in the view of communication. The author not only defines 3G 
and mobile advertising, but also summarizes characteristics of mobile advertising 
from different angles between advertisers and consumers.When reviewing the 
development of Chinese mobile advertising, the paper analyzes the existing problems  
and classifications.Afer learning from Japan,South Korea,Europe and America,it 
concludes that in order to establish the communication model of Chinese mobile 
advertising,mobile advertising needs full integration from theoretical knowledge to 
practical approach. 
  In the part of solving problems, firstly, it proposes the positioning theory of 
advertising media in the 3G era which regards every advertising media just as a part 
of the advertising market and every advertising media has both advantages and 
disadvantages.As a result,only if all advertising medias integrated,advertising can 
communicate with consumers effectively.Secondly,it tries to build the global meridian 
mode for mobile advertising and performs a one-to-one analysis to industry chain of 
mobile advertising combined with “5W Communication Model”.When talking about 
mobile phone users,it analyzes the uses and gratification theory and finds the room to 
rise of mobile advertising through comparing cell phone users with all network users 
based on the report released by CNNIC.When talking about communicating effect,it 
presents the AISDA effect mode.Finally,it summarizes five practicable methods for 
the communication model of Chinese mobile advertising in the 3G era.They are active 
search type, customized content type, product placement type, situation push type and 
club type. 
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